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2        Seattle, Washington; Thursday, April 25, 2013

3                          8:37 a.m.

4    ERIN LANTZ                   witness herein, having

5                                 been first duly sworn on

6                                 oath, was examined and

7                                 testified as follow:

8

9                         EXAMINATION

10  BY MR. SCHNELLER:

11      Q.  Good morning.  So I will be asking a number of

12  questions about Zillow and its activities related to the

13  mortgage industry.  If at any time you want a break or

14  to stop for a few minutes, just let us know, and we'll

15  take a quick break and reconvene.  I guess we can start.

16          Maybe you can describe your current position at

17  Zillow, and how long you've been there.

18      A.  Sure.  I am the director of Zillow Mortgage

19  Marketplace.  I've been there since July of 2010.

20      Q.  Are you familiar with Zillow's mortgage-related

21  business activities from the period prior to which you

22  started working?

23      A.  Yes.  The activities have kind of fed into the

24  business as it is now, and I was brought on at a scale

25  of the business, once it was established, as something
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2  that was going to be, you know, meaningful in the long

3  time.  So I'm very familiar with most things that Zillow

4  has done related to mortgage.  In my current role,

5  everything mortgage comes through me.

6      Q.  Perhaps you can start with what Zillow was doing

7  around the time of the launch of Zillow.com in early

8  2006.  Can you talk a little bit about the types of

9  mortgage-related information that Zillow was providing

10  at that time?

11      A.  Sure.  So Zillow started with a focus on home

12  values and home estimates.  And so the idea from the

13  beginning was to try to put a value on every home, homes

14  for sale, and homes not for sale, so you had market

15  context of all of the market values in a neighborhood in

16  a region, for a property that you -- down to the

17  property that you're interested in.  And so that was the

18  initial focus.

19          And that data doesn't make sense in a vacuum,

20  and without translating that into what does that cost to

21  you as a consumer to buy, what is the home price, what

22  would a mortgage on that be, what would that translate

23  into a monthly payment.  That was part of the way that

24  home prices were communicated, as I understand, back

25  from the beginning, because a market price without



Page 6

1 ERIN LANTZ - CONTAINS TRADE SECRET PORTIONS BOUND SEPARATE

2  context, without market context, without neighborhood

3  context, or without translating that into how much it

4  would cost the consumer to own, it is not very

5  meaningful. Zillow was designed to try to give consumers

6  the data that they need to make informed decision about

7  buying homes.

8      Q.  Can you take a look at what's labeled as

9  Exhibit B in the stack in front of you.

10          (Exhibit B was referenced.)

11      A.  Sure.

12      Q.  Are you familiar with what this document shows?

13      A.  So this looks like an early version of Zillow's

14  home page.

15      Q.  Can you point out where the types of different

16  mortgage information are being provided in the documents

17  in this?

18      A.  Sure.  So the financing tab, from the home page,

19  is where most of it starts, straight from the home page.

20  And then on the following page, where you see the

21  property, this is an earlier version of one of

22  Zillow's -- we call them home details pages.  And so

23  this is what I was referencing before.  So we give you

24  the price of that home, as well as the monthly payment

25  that you would have to pay to -- on a mortgage, to
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2  purchase that home.  So the monthly payment has been

3  displayed alongside the home price.

4      Q.  So to the right again of the monthly payment,

5  can you describe what that information is?

6      A.  So to the right is -- the ING Direct, is that

7  what you're referencing?

8      Q.  Yes.

9      A.  That is an advertisement from one of our

10  advertising partners, ING.  So that would click off to

11  ING's mortgage home page.

12      Q.  ING is a mortgage provider and broker?

13      A.  Yes, yes.

14          And then there's also the mortgages tab that you

15  can access from the main navigation on this page.

16      Q.  Maybe you can just describe what the mortgage

17  tab, what type of content it contains.

18      A.  So without knowing the exact date, but that link

19  was there, but at the very minimum, it took you to

20  current market rates, and access to lending

21  professionals.

22      Q.  If you could flip to Exhibit F.

23          (Exhibit F was referenced.)

24          MR. SCHNELLER:  Just for the record, the parties

25  have stipulated to the various web-based documents that
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2  were provided during production, so we're shortening the

3  normal authentication process with these documents.

4  BY MR. SCHNELLER:

5      Q.  Can you take a quick look at the documents in

6  Exhibit F, and note how -- just sort of give a high

7  level summary of what type of documents are provided in

8  there as well.

9      A.  Very odd looking at web pages on paper.

10      Q.  I know.  It just doesn't print out very well,

11  does it.

12      A.  So it looks like these are some early versions

13  of Zillow's real estate search results.

14      Q.  Okay.

15      A.  And there's some more detail on a For Sale By

16  Owner, which is a particular type of listing that we

17  created on Zillow, or we publish on Zillow.  So it's a

18  way for us to bring unique content to the site where you

19  can have not just listings that are for sale by agents,

20  or through the various publishing sites, but also trying

21  to bring in other types of listing.

22          So For Sale By Owner is one of those, Make Me

23  Move is another one of those, where buyers, homeowners,

24  can set a price at which they would be interested in

25  selling, and we think of that as a premarket value.
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2      Q.  If the user clicks on one of those links that's

3  provided, what type of page will it go to for a

4  particular property?

5      A.  So these listings here look like they're in the

6  search results, so when you click on the search results,

7  it would take you to a property detail page.  So if it

8  was a for sale home, it would have all the details of

9  that property, plus the list price, plus the mortgage,

10  estimated mortgage payment that we would calculate based

11  on that list price.

12          If it were a Make Me Move price, we would assume

13  that the Make Me Move is the sale price, and we would do

14  the same types of calculations, so this is what your

15  mortgage would be.  This is -- and this is all the

16  information you might want to know about the property:

17  Square footage, previous transaction history, bedrooms,

18  baths, et cetera.

19      Q.  So the type of information essentially from

20  Exhibit B that we looked at?

21      A.  Yes.

22      Q.  Can you also take a quick look at Exhibit A.

23          Sorry for the odd ordering.

24          (Exhibit A was referenced.)

25      A.  That's okay.
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2      Q.  The printer wasn't cooperating.

3          Would you just describe the pages that you see

4  here.

5      A.  Sure.  So this is a later version of Zillow's

6  home page.  So we had split for a period of time the

7  home page into Find Homes and Find Mortgage Rates,

8  because those have been our two core offerings.  Real

9  estate is our first marketplace, mortgage is our second.

10          At this point those were the ones that we

11  considered mature enough to kind of showcase on the home

12  page, and also knew that consumers have come to know

13  Zillow as a place to find homes and find mortgages and

14  mortgage rates, and mortgage professionals.  So that's

15  what you see on the home page there.

16          If you click to the Find Homes, you would go to

17  some of the things that we just talked through, so more

18  listings for different homes.  If you clicked on Find

19  Mortgage Rates, we would take you to Zillow Mortgage

20  Marketplace.

21          So this is an example of what you would see if

22  you clicked on Find Homes.  This is our search and maps

23  page, where you can see all of the homes listed on the

24  map, as well as details about those properties.  If you

25  click on one of those properties, then you will get to
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2  this page, which is a property detail page.

3          This the next page, with the charts, is you

4  scroll down in a property detail page, there's more

5  detailed information about prior transaction volume,

6  prior price changes.  So that's kind of a historical

7  view of that particular property.

8          And then this is scrolling down further, so

9  below the graphs you'll see the price history, you'll

10  see the tax history, to the extent that we have it

11  available for that particular property.

12          If you keep scrolling down on the home details

13  page, you'll see this map view, which plots the home on

14  a map, and we've played around with different things

15  that show on the map.  At this point we were showing

16  different amenities in that neighborhood.

17          And then below that module you'll see what we

18  call the financing module, where we have -- translating

19  that home price into a monthly payment.  We estimate

20  what your mortgage payment would be, and we give you

21  some tools to play around with the scenarios of how much

22  do you want to put down, what kind of a mortgage product

23  do you want.

24          And then based on what you tell us, your pie

25  chart will change and we'll show you what your monthly
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2  payment would be, we estimate what those taxes,

3  homeowners insurance, and mortgage insurance would be if

4  the mortgage insurance is applicable based on the down

5  payment that you tell us.

6      Q.  Can you maybe describe the couple of links there

7  at the bottom of that section as well?

8      A.  Sure.  So if you click on See Personalized

9  Rates, that would take you to Zillow Mortgage

10  Marketplace.

11          And I believe if you clicked on Zillow Mortgage

12  Marketplace, that was also clickable, and then you can't

13  see it there, but I think if you click on the rate that

14  we're showing -- maybe not in this version.  There was

15  another place within the finance module where if you

16  clicked on the rate that we were using from Zillow

17  Mortgage Marketplace to calculate the monthly payments

18  we were showing you, that also took you to Zillow

19  Mortgage Marketplace.

20          So the finance module is meant to drive people

21  who are interested in even more detail about mortgage

22  information related to that home, to take them over to

23  Zillow Mortgage Marketplace, which is we have our core

24  mortgage data.

25      Q.  Is Exhibit A in the documents roughly
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2  representative of the current site functionality?

3      A.  Yeah.  The design is a bit different, but the

4  functionality is roughly the same.

5      Q.  A little bit more information about Zillow's

6  overall business model, and then we can talk a little

7  bit more specifically about the mortgage-related

8  business.

9      A.  Okay.

10      Q.  First, I just wanted to verify that the

11  financial revenue and monthly unique site user figures

12  in the 2011 and 2012 annual reports are, to the best of

13  your knowledge, accurate.

14      A.  Yeah.

15      Q.  Maybe you could describe a little bit both who

16  Zillow's target consumers are, who's using the site, and

17  who Zillow is making its money from, where the revenue

18  streams come from.  And if those are different from the

19  mortgage side from the business overall, if you could

20  just talk about that a bit.

21      A.  So it probably makes sense to step back and talk

22  about what is Zillow's overall business strategy, and

23  the strategy -- and I can talk through how do we make

24  money on the real estate side of the business, and how

25  does that strategy translate into the mortgage side of
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2  the business, and our other emerging marketplaces.

3          So Zillow's overall strategy is to build some

4  sort of technology software product that attracts

5  consumers, that consumers want.  So the initial thing

6  that we started with was this thing we called the

7  Zestimate, which was a price on every home.  So that

8  information wasn't available through other free consumer

9  facing sites at the time, and so once we put that

10  information out there, that data out there, then we got

11  a ton of people coming.

12          So the idea is to build something that people

13  like, and bring in consumers.  So that's the first step

14  of the strategy.

15          The second step is to bring in professionals who

16  want access to those consumers.  So that's the second

17  side of the marketplace.  So on the real estate side of

18  the business, that means real estate agents who want to

19  advertise their listings to those consumers that are on

20  our site.  On the mortgage side of the business, that

21  means mortgage lenders who want to advertise their

22  quotes and their loans to consumers who are shopping on

23  our site, or visiting our site.

24          You can play the same thing out for our newer

25  marketplaces, like rentals professionals who want access



Page 15

1 ERIN LANTZ - CONTAINS TRADE SECRET PORTIONS BOUND SEPARATE

2  to people looking for rental homes, or home improvement

3  professionals who want access to people for remodeling

4  ideas.  So the same end concept.

5          So build something people like, bring in

6  consumers, bring in professionals, and then build some

7  sort of monetization models, some sort of advertising

8  motel, where we can charge professionals for access to

9  our consumers.  So that's kind of next piece of the

10  strategy.

11          And then we typically realize we've got that

12  strategy wrong, and we play around with different

13  monetization models, and iterate and iterate until we

14  get something that works.  And then once we have that

15  piece in place, then we aim to try to provide software

16  to those professionals to help them do a better job of

17  converting the contacts that we send them.  So that's

18  kind of the approach that we take.

19          And then take that money that we're earning and

20  plow it back into investing into new products that we

21  can build to attract new consumers, and invest in our

22  team and our marketing and all that sort of thing.

23          So who comes to Zillow when we build this

24  product; that's the first part of the question.  So it's

25  primarily people who are interested in buying a home,
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2  actively or within the next six to nine months, people

3  who are interested in selling a home, people who are

4  homeowners who want to see the value of their home,

5  people who are looking for rental homes, and then people

6  who are looking for -- this is a smaller but growing

7  piece -- of people looking for home improvement ideas,

8  or looking at kind of estimates of home improvement,

9  remodeling projects they want to take in.  But the core

10  group is the people who are home shoppers, thinking

11  about or actively in the home search process.

12          So with that in mind, kind of that's the

13  audience that we have there.  So that's why the real

14  estate professionals are interested in access to those

15  consumers.

16          So the way that we make money on the real estate

17  side of the business is that we have a number of

18  different advertising products, but the core one is what

19  we call our premier agent advertising program.  And so

20  what that gives agents is an impression-based amount of

21  advertising in the zip codes where they want to be

22  featured.

23          So if a consumer comes in and shops, you know,

24  puts a search in, wants to look at a property in a

25  particular zip code, if that's one of the zip codes



Page 17

1 ERIN LANTZ - CONTAINS TRADE SECRET PORTIONS BOUND SEPARATE

2  where that agent is a premier agent in a zip code,

3  they'll be featured in our list of -- we call it buyer's

4  agent list.  They'll be featured in the buyer's agent

5  list.  And in that list, it's a contact form.

6          So if the shopper is interested in contacting

7  that agent about that property, they put in their name,

8  their e-mail address, and their phone number, and they

9  send a contact to the agent, and we send that contact to

10  the agent.

11          As part of the premier agent program, the agents

12  also get to feature their own listings.  So if there's a

13  listing agent on a property, they will be the only agent

14  that's in there, they'll get prominent featuring next to

15  that property.  And if they're interested, they'll also

16  get a free agent website that we build for them.

17          So long story short, it's a bundle of

18  advertising services that they buy as part of this

19  premiere agent advertising package, and that's how we

20  make money, advertising, spending by agents who want to

21  be featured in the zip codes where they work.

22          On the mortgage side, it's kind of similar,

23  similar concept.  So those same consumers, you saw kind

24  of all throughout the real estate search, we try to

25  translate the home price into a mortgage price, into a
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2  monthly payment for them.  And when they're ready to

3  actually transact or start thinking about mortgage

4  transactions, they want to get preapproved, throughout

5  the site we're trying to let them know, here's where you

6  go to learn more about mortgage, here's how you can find

7  out what's the right mortgage for you, and, you know,

8  which lending professionals should you connect with.

9          So we have the mortgage destinations, we call

10  Zillow Mortgage Marketplace, which I'll refer to as ZMM,

11  so we send them over to ZMM when they're interested in

12  mortgage information.

13          The borrower fills out a loan request, we

14  transmit that loan request information to our network of

15  lenders in the marketplace.  If they're interested in

16  quoting that borrower's request, they'll return a quote.

17  We sort those quotes in a list view for the consumers to

18  view.

19          If the consumer is interested in a particular

20  quote, they click on that quote to either learn more

21  about that quote or click to the lender's website.  When

22  they do, we charge for that click.  So that's the

23  advertising spend, kind of to advertise that quote to

24  the consumer.  And that's the way we monetize our

25  mortgage business.
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2          So same concept, build this great comparison

3  shopping site, which was something that when we launched

4  it was revolutionary in terms of the ability to shop for

5  mortgage quotes from a whole set of different lenders

6  without printing any of your personal identifiable

7  information, like your name, your phone number, your

8  social, and to receive all of these quotes back.  So

9  that comparison shopping tool is what attracted

10  consumers.

11          We're kind of back to the strategy concept.

12  Build something that's great, that attracts consumers,

13  that's unique, that offers them a compelling value, the

14  consumers will come in.  Once we got the consumers in,

15  then the lenders wanted access to those consumers, and

16  then two years after we launched it, we started charging

17  lenders for those clicks.

18      Q.  Would you take a look at Exhibit G.

19          (Exhibit G was referenced.)

20      A.  Sure.

21      Q.  Describe the content.  Essentially two different

22  pages which would account for the weirdness of the web

23  printout.

24      A.  So this is the footer on the ZMM.  Here we're

25  trying to highlight, you know, four of the ways that we
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2  regulate our marketplace.  So we have a confirmation

3  process.  We have a ratings and review system where

4  borrowers can rate lenders based on the services they

5  receive.  We have a quote flagging system, where anyone,

6  borrower or lender, can flag a quote that they think is

7  suspicious and we'll investigate it.  We also have a

8  mystery shopping program.

9          These are things we do to make sure that the

10  marketplace is well regulated and that the quotes that

11  are displayed are accurate.

12      Q.  How about the page titled How It Works For

13  Borrowers?

14      A.  Yeah.  So this is on our -- in one of our -- in

15  our help center.  And this is a longer version of what I

16  was describing before.

17          So a borrower comes to ZMM, they create a loan

18  request.  By that I mean they fill out our loan request

19  form on ZMM, which has -- requests a bunch of different

20  information, like the loan purpose, the property type,

21  the loan amount, the down payment, their self-reported

22  estimated FICA score, et cetera, but it does not request

23  their name or their phone number or their social.

24          Then like I said, this is kind of walking

25  through, fill out your request.  We transmit your
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2  request to a network of lenders.  If they want a quote,

3  they return a quote.  Then in -- this is how it works

4  for borrowers -- the next one is choose one of those

5  quotes, and then the last step is if you're interested,

6  contact a lender about that quote.

7      Q.  Okay.  Thank you.

8          Can you take a look at Exhibit H now.  It's the

9  page titled Lender Reviews.  If you could just talk a

10  little bit about how the Lender Review lists work and

11  how they interact with the Zillow Mortgage Marketplace

12  services generally.

13          (Exhibit H was referenced.)

14      A.  When we launched ZMM in 2008, we launched with

15  ratings and reviews, which was and it still continues to

16  be a very important part of our model.

17          So lenders receive reviews from borrowers who

18  have had an experience with them, and we ask them

19  questions about their experience, and we rate them on a

20  number of different dimensions, on the star ratings one

21  to five, and we ask them to write some sort of free form

22  text.

23          When they submit that review, it goes through a

24  set of automated checks to detect whether it might be

25  fraudulent or duplicate and that sort of thing.  And
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2  then every review is moderated by a human, who reads

3  through it, and is looking for authenticity, sufficient

4  detail, and a whole number of other things.  Assuming it

5  passes those scrubs, we publish the review on our site.

6          This is a listing of lenders in our directory.

7  In our directory, we show all of the reviews associated

8  with that lender.  We also publish that lender's

9  reviews, their star ratings, and then access to the full

10  content of their reviews on every quote that they see in

11  ZMM.

12          We think this is a really important part of the

13  way consumers should be shopping for mortgages, because

14  the reviews give you a sense of this service level that

15  you can expect from this provider.  And if a lender

16  delivers poor service, if the consumer perceives as

17  though they didn't follow through on what they said they

18  were going to do, they'll get a low star rating, and

19  they well get fewer contacts from subsequent visitors to

20  ZMM.

21          And so it's kind of -- it's a self-regulating

22  feedback mechanism.  So the better lenders get more

23  reviews.  When they get more reviews, they get more

24  contacts from consumers, and it works in the reverse as

25  well.
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2      Q.  You mentioned the directory of real estate

3  mortgage professionals.  Did that launch at the same

4  time as ZMM in 2008, or is that something that had been

5  around beforehand?

6      A.  So when we launched Zillow, I don't know if it

7  was the moment we launched, but very early on, we had a

8  directory of real estate professionals.  So we started

9  seeding that with real estate professionals.  Most of

10  those were agents.  We had an option for lenders to join

11  that directory as well.

12          When we launched Zillow Mortgage Marketplace,

13  you'll see on here we had about confirmed lender badge.

14  So there was kind of a new segment within the directory

15  that we created for lenders that were quoting in ZMM.

16  So the directory of professionals, lenders, as one

17  segment, and real estate professional as another, has

18  been there for a long way back.

19      Q.  In addition to consumers reaching the Zillow

20  Mortgage Marketplace and Zillow.com, can you take a look

21  at Exhibit I and maybe describe some of the other ways

22  that consumers may access some of those same services.

23  You don't have to specifically talk about any of the

24  documents.

25          (Exhibit I was referenced.)
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2      A.  So in Exhibit I here, it looks like you're

3  showing some of our mortgage -- our mobile aps.  So we

4  built a similar experience but redesigned it for the

5  different form factors of different mobile devices.

6          And so the mortgage calculator, the mortgage

7  rate data, and the mortgage shopping experience that we

8  have on our site is also available on our mobile aps.

9  We have stand-alone mobile aps for mortgage, so if you

10  go to iPhone, iTunes for iPhone or iPad or Android, you

11  can go down Zillow's mortgage mobile aps.

12          Also if you download Zillow's real estate ap on

13  iPhone or Android or iPad, there's a section for

14  mortgage, and then you will have access to the mortgage

15  calculators, the mortgage rates, and the mortgage

16  shopping.  So it's the same approach, it's just a

17  different design.

18      Q.  Are those visitors, or users, accounted for in

19  the average monthly user metric?  Is that website only?

20      A.  What we release in our annual report I believe

21  combines the two.  You'll have to double-check that, but

22  I'm fairly sure.

23      Q.  Can you talk a little bit about how Zillow

24  advertises and publicizes its mortgage-related service

25  offerings?
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2      A.  Sure.  So we advertise it on Zillow primarily.

3  That's our -- the core way that historically we have let

4  people know about ZMM.

5          So from the home page, from the search and

6  results page, from the home details pages, and then

7  through -- and the directory and through our mortgage

8  kind of helping and content pages.

9          We also do nonpaid advertising.  So I do a lot

10  of, you know, speaking to consumer facing media,

11  industry facing media, letting them know about the

12  product, explaining its benefits, trying to attract

13  lenders, trying to attract -- more importantly try to

14  attract consumers to use it, and explain to them the

15  benefits.

16          And we also are found, I couldn't say we're

17  advertising, but we're found largely through Google,

18  through SEO.  If you type in "mortgage rates" into

19  Google, we are the No. 1 result that you'll see in the

20  organic results.  If you type in "mortgage calculator,"

21  which is one of Google's largest key words, we rank

22  No. 2.

23          So a lot of people find us when they're just

24  looking for mortgage rates or mortgage content by

25  searching organically for it, for help.



Page 26

1 ERIN LANTZ - CONTAINS TRADE SECRET PORTIONS BOUND SEPARATE

2      Q.  One follow-up question.  Can you describe a

3  little bit the consumer facing media that you mentioned,

4  just what sort of outreach that is, and how frequently

5  Zillow is doing that sort of --

6      A.  For mortgage or for real estate?

7      Q.  For mortgage in particular, I guess.  Maybe you

8  can answer both, actually.

9      A.  Sure.  We have a PR team at Zillow whose main

10  objective is to get consumer facing media to write about

11  us, to do radio stories, do TV stories about us.

12          Up until recently Zillow had not spent a cent on

13  advertising.  Our approach to advertising is build

14  products that people like, and then get people who are

15  influential to write about us so that people learn about

16  us.  So PR is our core advertising strategy.

17          So we use our data, trends in real estate

18  prices, trends in down payment amounts, trends in

19  lending behavior, and we reach out to the media

20  proactively and say, hey, we've got some interesting

21  data that we want to share with you, we think this might

22  be an interesting story.  Want to write about it?

23          We also, now that we're well-known, field

24  inbound inquiries.  Hey, I'm doing a story about, you

25  know, credit availability for lower income households,
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2  do you have some data about that, do you have anything

3  to say about that.  So we field a lot of those inbound

4  requests.

5          We publish a weekly press release around where

6  mortgage rate data -- where mortgage rates are based on

7  the data we receive from ZMM.  I write a quote about

8  what has happened, what we think may or may not happen

9  in the following week, and that's picked up fairly

10  regularly by outlets like Wall Street Journal, NASDAQ,

11  Dow Jones, that sort of thing.  So I'm -- if you Google

12  Erin Lantz Zillow, you can see the type of publications

13  where we're regularly quoted.

14      Q.  Can you describe how the mortgage marketplace

15  business has grown since its launch in 2008?

16      A.  It's been pretty astronomical, the growth that

17  we've seen.  So when we started, it was free for lenders

18  to quote, so, you know, we had a lot of lenders come in,

19  but it was -- it was not the breadth of lenders that we

20  have now.  And also consumers were just starting to

21  learn about Zillow.

22          So we started out with less than a hundred

23  thousand loan requests a month.  Now we're at -- our

24  last month we had over 1.6 million loan requests

25  submitted in ZMM.  So millions of people now are
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2  shopping on ZMM for lenders.

3          So that's been kind of the hockey stick growth

4  that we've seen, so that when we look at the growth, we

5  look at consumer engagement as, you know, our primary

6  metrics for how fast is the business growing, how

7  engaged are consumers, how well do people know about our

8  product and are they using it.

9      Q.  One related business topic that I guess I'd like

10  to talk about, take a look at the document in Exhibit J,

11  and describe how the activities described there are --

12      A.  Is this J?

13      Q.  Yes.  Sorry.

14          (Exhibit J was referenced.)

15      A.  Okay.  So we acquired Mortech at the end of last

16  year.  Mortech is a mortgage technology company that

17  provides software solutions to lenders.

18          If you recall back to my discussion around

19  Zillow's strategy, step one was consumers, step two was

20  lenders, step three is monetization model, step four is

21  software tools to help professionals do a better job of

22  converting the contacts that we send them.

23          So Mortech is step four for us in the mortgage

24  space.  So they have a CRM system, a lead management

25  system, that helps lenders do a better job of managing
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2  all the contacts that they get, following up with them,

3  incubating those contacts, and marketing to them over

4  time, so that when a borrower is actually ready to

5  transact, to lock a rate, that that lender has stayed in

6  touch with them, has a better chance of having that

7  consumer decide to work with them.

8      Q.  One thing, it will be a step back.  We should

9  have probably talked about it at the beginning, but

10  didn't.

11          If you could take a quick look at Exhibit E.  I

12  just wanted to talk a little bit about the Zillow brand

13  and mark.  Can you describe the document you see in

14  Exhibit E.

15          (Exhibit E was referenced.)

16      A.  So this is our mission at Zillow.  It's to

17  empower consumers with information and tools to make

18  smart decisions about their homes, real estate and

19  mortgage.  So that was our mission at launch, and the

20  mission of ZMM is largely the same, just with the focus

21  on the mortgages.  So to empower consumers with data and

22  tools to make smart decisions about their mortgages.

23          ZMM was really a natural extension of what we

24  did at Zillow, which was give people better data about

25  this very complex and confusing industry, and try to
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2  give them a tool to make sense of that data, and make

3  better decisions about their home, about their home

4  financing, and then to connect them to a professional

5  that can help them actually do their transaction.

6      Q.  Like the bottom bullet point says, what's with

7  the name?

8      A.  So it's the "Z" is for the zillion data points

9  that you need to figure out what to do with your home;

10  the  "illow" is like pillow, because home buying is not

11  just data, it's emotional, it's something that people

12  are connected to, it's where you want to lay your head

13  down at night, like a pillow.

14      Q.  On that soft and fuzzy note, I think that's the

15  last question that I had.

16          Is there anything else that we should know about

17  Zillow Mortgage Marketplace that we haven't already

18  covered?

19      A.  Nope.

20      Q.  All right.  That's all I got.

21          MR. SCHNELLER:  I don't know if you guys have

22  any follow-up questions.

23          MR. JANEWAY:  I don't.

24          Do you?

25          MS. DUTTON:  (Shakes head in the negative.)



Page 31

1 ERIN LANTZ - CONTAINS TRADE SECRET PORTIONS BOUND SEPARATE

2          MR. JANEWAY:  All right.  We all get to go home

3  early.

4          (Discussion off the record.)

5          (The remainder of the deposition of ERIN LANTZ

6  is designated Trade Secret, and continues on page 32.)

7                            - - -
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